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Abstract 
The article analyses the possibility of usage of marketing approach for older adults’ well-being study. Key marketing research 
indicators are defined for studying older adults’ needs, behavior and ensuring continuous well-being. The authors define 
dependence of the needs and behavior of older people on the territory where they live. It is proposed to determine the main 
parameters and indicators of older adults’ well-being by the territory (region, city) segmentation. The model of the relationship of 
well-being indicators with main features of different methods of segmentation and marketing research is developed.  
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1. Introduction 
Numerous researches all over the world revealed the priorities of well-being for older adults: good health, feeling 
of happiness, life satisfaction, buoyancy, psychical equilibrium, comfort, confidence, safety, communication and 
material values (Hoban, James, Beresford, and Fleming, 2013; Kaneda, Lee, and Pollar, 2011). There are six groups 
of indicators – physical, material, economic, social, psychological and interpersonal well-being. Each group can 
characterise peculiar approach to state evaluation and its type. Conditions and situations that can meet the needs in 
goodness can be seen as ways to achieve well-being. 
Opportunity and availability of owning goodness as a structural element of resources is under the influence of 
external factors – resourcing basic human needs and normalization of relations between people. Meeting needs and 
obtaining benefits is realized in a certain space-time continuum. 
Degree of satisfaction by means of personal preferences can be defined by a person. Marketing activities are 
aimed at stimulating consumer preferences through the formation of proposals (goods, resources and services). To 
create the most effective proposals, desires and expectations of people must be assessed, identified and analyzed. 
They are determined by the territory. Therefore, the main focus of marketing activities is the study of the behavior 
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of the inhabitants of the territory and its active influence on them.  
2. Influence of the territory on needs and behavior of older population  
What can a territory offer to older adults? From the standpoint of marketing, territory is a place where people can 
meet their needs, using different techniques (methods) of satisfaction. The choice of technology depends on the 
characteristics of the territory and the characteristics of people themselves.  
The concept of “territorial marketing” appeared in the 20th century. There is no single concept of territorial 
marketing. All concepts have one and the same aim – maximum satisfaction of human needs on a particular territory 
by means of creating situation of well-being. Any territory is seen as a family. Parents are sure of their children’s 
future and their prosperous old age. A family is ideal when it includes different generations. Each generation has its 
own peculiarities – age, needs and behavior.  
The image of the territory as a happy family with high quality of life is a brand of any modern city, region and 
country. The image of the family in the territorial marketing is embodied in the existing local community, whose 
members are active participants in the development of the area. Activity of the community members in marketing 
depends on their needs. Within this framework, the concept of «consumption» is transformed into the concept of 
«activity» aimed at formation and development of the welfare society. 
It is important to maintain a balance of different groups of the territory. In modern world a significant portion of 
the population of any territorial settlement of European and some Asian countries are elderly people. In the short 
term, many cities in the world, especially in Europe, will become cities of pensioners. This imbalance contributes to 
break of emotional ties and communication between generations, each of them has its own purpose. To avoid these 
negative effects of age imbalance, the activity of the formation and development of the continuous well-being of 
older generation from the marketing point of view is represented by the following directions. First of all, it is 
competent development of the territory where each generation has its own area of activity, rest and consolidation.  
Another important aspect is the creation of structures of consolidating different age groups.  
The next area of activity is supporting initiatives of older generation and their involvement in community 
activities that helps older people to share their experience, to feel importance in society, to preserve the continuity of 
generations.  
3. Segmentation of the older population of the territory  
In order to harmonize the society in the age aspect, it is necessary to study and identify the behavior of all ages. 
In territorial marketing the segmentation features of all residents include age and gender. Segmentation in marketing 
is the process of selection of similar, identical characteristics and properties of groups of people with the aim of 
providing them with effective proposals that can meet their needs. Dividing the population of age groups into 
individual segments with common requirements according the selected criteria is called micro segmentation. Age 
criterion makes it possible to isolate stable segments because the number of living individuals of different 
generations doesn’t change instantly.  
As a result of segmentation particular features of separate segments as well as their common needs, desires and 
expectations (climate, safety, convenient transport, awareness and some others) are identified. Segmentation process 
allows to divide the population of any territory into clear segments and find common ground of their interests and 
desires. There are certain patterns of change in the age structure of any territorial entity. There is a steady growth of 
older generation in all regions of Russia (Resolution of Third International Social-Medical Forum, 2013). Stable 
growth of the elderly segment requires the creation of the special offer providing their continuous well-being. At 
present and in the future the elderly segment will be of a particular interest for the territory. It is necessary to define 
the criteria for micro segmentation of elderly people living in a particular area.  
Common age characteristics are particularly important to create prosperous areas. For the study of older adults’ 
well-being marketing approach can be applied that takes into account the influence of the three groups of factors: 
individual differences, environmental and psychological processes, represented by Blackwell R.D., Miniard P.W., 
and Engel J.F. (2007). According to this approach individual differences include income, time spent on any activity, 
mental ability to process information, the amount of knowledge, attitudes, motivation, values and lifestyles. The 
external environment includes culture, social status and family. The psychological processes that influence 
behaviour include the processing of information received (reception, interpretation, preservation, reproduction), the 
system of education and influence aimed at behaviour change. 
The territory, its geographical location, climate, historical and cultural heritage, characteristics of population and 
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control systems have an impact on individual life style of each person. The territory as a social institution provides 
material, informational and psychological support. Territorial societies (family, colleagues, friends, associates, 
social partners) create the atmosphere of social and psychological comfort necessary for continuous well-being of 
modern men of any age. 
The following location-related factors influence indicators of well-being and identification of characteristics of 
segmentation. The unique nature and climate; historical chronicle (historical events and people); national and 
religious traditions; rituals and ceremonies; the uniqueness of the local community; the specificity of the population; 
crafts; local craftsmen; the cultural context of consumption; the image and brand of the territory. 
Zoning; accommodation; infrastructure of social services; public awareness of the benefits of the territory; 
opinions; social and spiritual values of the inhabitants of the territory; residents’ way of life. 
Social structure; regional and municipal social assistance programs; income level of the population; tolerance; 
system of social benefits; access to housing and services (transport, utilities, health, education, banking); zoning; 
landscaping; raise of general awareness.  
 Local legislation; party affiliation; the style and methods of local government; investment attractiveness; 
population's attitude towards the ruling party. 
Local formal and informal organizations, existing forms of personal contact (close ties, intimate contacts), public 
relations; social involvement of the population; information that affects mood (city advertising slogans, ads, 
symbols). 
Highlighting the main groups of territorial influence factors, the identification characteristics of different age 
groups can be identified. Four classic groups of characteristics for older adults are defined: geographic, socio-
demographic, psychographic and behavioral.  
The group of geographic features includes area of residence and period of stay. Sociodemographic characteristics 
of the older generation include age, sex, education, occupation, financial status, nationality, religion, marital status 
(stage of family life cycle) and party affiliation. The psychographic group includes a system of values, life goals, 
motivation and life style. The behavioral characteristics represent relation to the territory and its inhabitants; the 
ability to change their behavior; activity; the process of obtaining, processing, evaluating information; decision-
making process.  
4. Model of older adults’ well-being on the basis of territorial micro segmentation of population  
For the segmentation sociological and psychological methods of marketing research are used. They allow to 
collect basic information about the needs, interests and expectations of people in order to ensure the satisfaction of 
all needs.  
Observation. It is used to determine the nonverbal behavior of human beings in a free choice. The method 
requires certain consumer involvement and competence.  
Expert analysis. It is used to compare the tested good (good or service) with its ideal from the point of view of the 
consumer. The results of the comparison allow to determine the potential of benefits to meet the needs and influence 
the behavior of consumers. For the analysis an expert group consisting of 6-8 people is organized and a system of 
evaluation criteria is developed. For processing the results mathematical methods are used. 
Poll. It is used to gather information about the needs of people and market opportunities. The method makes it 
possible to monitor the dynamics of supply and demand changes in the market. There are two types of survey: 
written – questioning and interpretation – interviewing. The effectiveness of the survey depends largely on the plan 
and respondents that makes the method rather time-consuming.
Focus group. The method is used to determine the attitude of actual and potential consumers to the good, to the 
stimulant, to the situation and a number of other factors. The method is expensive, since it presupposes that the 
relevant conditions: comfortable rooms, equipment, training scenario and a qualified moderator (sociologist or 
psychologist).  
Psych semantic scaling. It is used to determine the subconscious attitudes, identifies the cognitive complexity and 
categorical structure of consumer perception of any investigational factor: the good, the properties, situation, the 
scenario of behavior and others.  
Experimental audience. The method is used to simulate the behavior, to identify features of perception and 
learning patterns of individual consciousness. The method is complex, several groups of consumers are formed, 
constants and variables are defined, methods for measuring the dynamics of variables and experimental result 
analysis are selected. 
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Analysis of documents. It involves the examination of reports and scientific publications which are reliable and 
objective sources of information.  
Content analysis. It is used to determine the impact of structure of any object of research: goods, advertising, 
documents, reports, events and other conditions.  
Panel. The method is used to reconstruct the different marketing factors with the aid of a computer. A model of 
two groups of factors is created: controlled and uncontrolled, and their possible combination is discussed. The 
method allows to assess the dynamics of the views and preferences of consumers. Data collection is performed 
periodically after a certain period of time. The team of the investigated respondents is constant.  
Projection methods. They are used to identify the motives, desires, preferences and patterns of consumer 
behavior. They include associative design of situations, expressive methods based on the formulation of indirect 
questions, not related to the object of study.  
As can be seen from the description of the applied methods of marketing research, these methods provide key 
segments of age groups and allow to analyze and evaluate the parameters of well-being. The model for determining 
the parameters of continuous well-being of older adults on the basis of micro segmentation is shown in Table. 1.  
Table 1. Model of older adults’ well-being on the basis of micro segmentation 
Types and parameters of well-being Characteristics of segmentation of the older generation Methods of marketing research 
Physical well-being: physical health.  Geographic: area of residence, period of stay.
Demographic: social class, marital status, nationality, 
religion, age, education, profession, occupation, income.
Psychographic: values, lifestyle. 
Poll, document analysis, expert 
analysis. 
Material welfare: provision of 
material goods, housing, cottage, 
farms, and transport.  
Geographic: area of residence, period of stay.
Demographic: social class, marital status, nationality,
religion, age, education, profession, occupation, income.
Psychographic: values, lifestyle.
Poll, document analysis, expert 
analysis. 
Economic well-being: the level of 
income / expenses, saved time, free 
time. 
Geographic: area of residence, period of stay.
Demographic: social class, marital status, nationality, 
religion, age, education, profession, occupation, income.
Psychographic: values, lifestyle.
Behavioral: the ability to change their behavior, activity
Poll, panel, document analysis, expert 
analysis. 
Social well-being: the degree of 
satisfaction with their social position 
and role in the family and society; 
continuity; the ability to teach others 
and share experiences; prestige and 
image; standard of living, political 
activity.  
Geographic: area of residence, period of stay.
Demographic: social class, marital status, nationality, 
religion, age, education, profession, occupation, income.
Psychographic: values, lifestyle.
Behavioral: loyalty to the territory and its inhabitants, the 
ability to change their behavior, activityy.
Poll, observation, panel, content 
analysis, psych semantic scaling, 
focus groups, expert analysis. 
Psychological well-being: autonomy, 
competence, self-esteem, confidence 
in their own effectiveness, motivation, 
expectations, personal growth, 
purpose of life, self-recognition, 
emotion (pleasure, arousal, 
dominance, pride, superiority), mental 
health.
Geographic: area of residence. 
Demographics: age, family composition (stage of family 
life cycle); level of education, occupation, nationality and 
religion.
Psychographic: values and lifestyle. 
Behavioral: The process of receiving, processing, 
evaluating information and decision making, the ability to 
change their behavior, activity.
Poll, observation, panel, content 
analysis, Experimental audience focus 
group, projective techniques. 
Interpersonal welfare: in itself, 
society, nature and quality of 
interpersonal relationships.
Demographics: age, family composition (stage of family 
life cycle); level of education, occupation, nationality and 
religion.
Psychographic: values and lifestyle. 
Behavioral: The process of receiving, processing, 
evaluating information and decision making.
Poll, observation, panel, content 
analysis, psych semantic scaling 
Experimental audience focus group, 
projective techniques. 
5. Conclusion 
Four main groups of indicators of well-being of older adults – physical, emotional, social and material largely 
depend on the place of residence due to older adults’ limited mobility. 
The concept of territorial marketing allows to create the situation for satisfaction of physical, material, 
psychological and social needs of the person and ensure continuous prosperity. To create such a situation, constant 
study of older adults’ behavior based on the segmentation in the four groups of classical characteristics: geographic, 
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socio-demographic, psychographic and behavioral. 
To perform segmentation sociological and psychological methods of marketing research are used. The main 
regional mechanisms of impact on the selected segments of the older generation are: nature and climate; the 
specifics of zoning and regionalization; socio-cultural aspects; information structure and the system of territorial 
administration. 
Thus, marketing approach enables to manage the process of formation and development of continuous well-being 
of the older generation in various territorial entities. 
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